EXPANSION

The Grounders of Ideas
Play, a consultancy that transforms projects irgality and
charges only if the plan works.

By: Mauricio Orihuela Alvarez

Imagine that four individuals have arrived at your
company, a group forms between the executive dirsatf
your company and them, with the only objective bem
create a rainfall of ideas that will contributetie
development of your firm.

Then, these four people begin to work with thecteld
ideas in order to make them into a reality; in &ddj they
do not charge you anything until the objectivesragst.

The process consists of developing ideas baséigeon
experience of the client, and then grounding thdsas into
practice. This is the work of Play, a firm that w®mith
companies’ ideas by helping them develop their atbjes
in order to achieve sales growth, generate newnbasi
opportunities or increase their market share.

At only 29 years of age, Rodolfo Ramirez left his
Human Development management position at Sabritas
(Frito Lay México) in order to establish a businegsch
develops and refines ideas for companies.

The result: a consultancy that charged 1.8 milhesos
in 2004 and a solid and well-established businestsst
main resources are the minds of its four considtdht
threw away everything for Play. | wanted to havmething
that was mine, and | saw the need for companiemtovate
their processes.”

Three years ago, Ramirez, still at Sabritas, wagaed
the task of looking for a company which would rgent the
processes of the giant salty snack-maker. Thishoashe
met Play, a North American business of 15 yeara, at
convention in New Orleans.

Having established an agreement with Play to watk
Sabritas, the directors of the creative firm pregubthat
Ramirez establish a species of franchise in Méxicwhich
Ramirez would serve as the executive director @f th
business. His firm generates business throughdteesiof
its clients.

NOTE: This particular story was misunderstood kg th
reporter. While Ramirez did meet Play’s foundeNaw
Orleans, Ramirez started another firm first, calfeantia,
which later became Play in México. The relatiopshi
between Ramirez and Play began and continued t, gro

because he found a need in
companies like Sabritas (Frito Lay
México) to find business-oriented
processes related to creativity and
innovation.

During 2004, three of the
principal clients of Play generated
around 1,830 ideas for new
products, which have led to 12
products that are currently in test
markets and which will see the light in the couwtéhe
next months.

Inside the business of Play, 40% of their projéntsis
on new product development, 20% on business dewelnp
strategies, 15% on internal innovation processd<2&f6 on
training and development material.

“We take our clients for a ride through our creati
process. Living experiences such as cooking withe,
filming a three-minute movie or selling productghi on
the streets of México City yielded 18 business tgpment
strategies, which range from increasing marketestar
integrating business areas in eight different coesin
Latin America,” said Ramirez.

NOTE: The reporter neglected to emphasize the ploatt
cooking with a chef, filming a movie, and sellingpducts
on the streets are examples of “look at more Stwffijch
serves as the basis of Play’s creative process.

More than 500 Creatives

If you hope to find in Play’s offices a series efks#is
with a handful of people in front of their compgend
secretaries coming and going through the hallways,
would be wrong from the outset about the conceptisf
company. In their small office, there only worksassistant
and four consultants “with their brains runningk
speed.” These will be the same Ramirez and hismiss:
Gabriel Campillo, Rogelio Ramos and Raul Arregaio-
one else. As such, in the small ordered chaostiditga
modernity, and minimalism seem to fly out the windas a
reflection of their personalities and their linebafsiness.

The founder of Play México states that curreritig,
four consultants work in the creation and betternoén
internal innovation processes in different compsnighich
range from 200 to 13000 employees, in order to gdae
ideas to solve specific business objectives.

Likewise, approximately 500 people have experidnce
the processes of training and development at ayder
to be formed into creative catalysts for their sxtjve
organizations. One of the activities of Play isdentify the
personnel that possess the best creative qualitibs a
company, as designated by the company and by the
consultants.



NOTE: Play helps companies develop creative catalpst
just identify them, which Play believe is an im@mtt
distinction.

Once identified, the said creative catalyst wdlthe
liaison between Play and the client in realizirigbthe
ideas that arose during the previous sessionsetBas this
experience, they have shared with us results dmaer from
the design of successful internal communicationgagns
to a change in the operation of an area of finaalte,
aggressively focused on innovating an internaliserv
offered within the company.”

Which companies have decided to “Play’? An
interesting group of large and international conipgahave
decided to rent the four brains of the agency deoto
make their projects real. Names? Microsoft, Gamesa,
Unilever Bestfoods Latin America, Sabritas, Alegro,
General Electirc, Avon, Liverpool, BBVA-Bancomer,
Philips, Grupo Desc, Philip Morris.

The Origin of the Game

Fifteen years ago, Andy Stefanovich and Christine
Rochester created the company (and the conceptapfin
the United States.

It was a fusion between a creative agency andeess
consultancy that had aims (in this rare marriageg)enerate
practical and applicable innovation through idemsrder to
create concrete business results for their cligmeir
curious project does not lack large clients like, Gisney,
Ford, JP Morgan Chase, Mattel, Timberland, American
Airlines, BMW, Colgate Palmolive, and Coca-Cola.

For Andy Stefanovich, his work is simple: “Wheruyo
change the way people work and encourage them to be
themselves, to have fun, and to assume risksf tile@r
creativity emerges.”

Around 30 percent of Play’s business consists of
teaching companies to be more creative for theraselv

This creativity is even reflected in the interpabcesses
of this firm. Stefanovich’s dog has a position witthe

company. In their business cards, instead of figdiitles
such as executive director or manager, there asitiquos
like “Houston, we have a problem” or “Check, please

One of the main messages that the people of Play
share is that ideas cannot arise in a boring, tense
environment. This is why a relaxed attitude and a
stimulating atmosphere are the main ingredientstkiey
bring to their meetings with clients in order fawn
concepts to arise, which will be converted intoledilgold.

Da Vinci or Gutenberg?

In order to explain what is the true essence ay Pl
Ramirez makes an analogy to Leonardo Da Vinci and
Gutenberg: “Leonardo continually created very insgi
stuff, which was not put into practice. He was acedlent
inventor and a genius, but the majority of his potg
remained as such; however, Gutenberg focused dingut
his ideas into practice and . . . well, theréhis printing
press. We aim to create gutenbergs.”

Once a client accepts a visit from Play to shoswnth
how Play operates, a meeting is scheduled in dodéefine
an objective or to understand the company’s pr@sess
which are in need of innovation. Then, the rainédlideas
and the generation of new opportunities can bdgis.then
when two or more of the consultants focus on groagnd
concepts to accomplish the objective.

The negotiation is very
simple and leaves no room for
deceit. The cost is 150 dollars
per hour, but it is not paid
beforehand. The firm does not
charge anything until the
objective has been
accomplished. If they do not
succeed in materializing an idea,
there is not a bill to pay. “We are
up to any business challenge, as
long as it is precisely a business
challenge and not a subjective

goal, like dealing with motivating people or other
philosophical issues,” assures Ramirez.

NOTE: This part was also misunderstood. Play mlesia
guarantee to clients that they will stick with themtil they
reach the previously set goal. If they do not echithe
objective as stated in the proposal, Play continvaging
with them without charging extra fees; howeverrehs
always a payment involved.

Fun and Business

Before the confidence of the four associatesspldyed,
in relation to there not being a challenge theydowt
complete, so began the dialogue between this jdst@end
the four musketeers. | got really courageous ardemted



some challenges which seemed impossible, in oodsee if
it was true that “how they snore, they sleep.”

NOTE: If this seems odd, the paragraph alludessceae in
the play, “Don Juan Tenorio,” in which actors chalje
each other with witty poems.

| first proposed: if someone that has a smallriess at
the point of bankruptcy, with three employees ane foot
on a cliff, and then hires you to make him into iliomaire,
could you do it? The response was uniform: “Yedhgif
confidence rests in the client’s willingness tagform the
adequate processes; with this present, at the fethe avalk,
he would return a millionaire.

NOTE: The content of this paragraph was also exagee.
While Play believes that they could help in almeosy
business situation, they acknowledge that thera éweof
issues that could prevent the client from achiewngcess,
such as their internal culture, trouble with mdjasiness
processes, etc.

Would they succeed in helping the Mexican national
soccer team win a world cup? The response, full of
confidence, was from Campillo: “Not in 2006, butié can
count on the support of the Federation, of the ggpef the
players and of the technicians, we would surely be
champions in 2010.”

The fact that Play has confidently overcome tough
challenges in its past experiences, that they dcimarge
their clients until they achieve results and thatytearn
nearly 2 million pesos per year supports the pritiposthat
their assistance would work in any company thairdeso
grow and innovate their processes.

What impressed me most was their world cup prexdfict
will it be so?



